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The rapid growth of internet around the world has opened new marketplace and 
revolutionized the process of buying and selling goods. As a result, online purchasing or 
shopping is developed for better shopping convenience. However, to continuously 
sustain the online business, business organizations have faced many new challenges in 
satisfying the needs of their customers who are increasingly expecting higher quality 
services, more time saving, more online security, and more convenience. From the 
previous literature, website quality has been recognized as an important indicator of 
customer satisfaction. This study considered five website quality factors which include 
aesthetics and marketing mix (referring to content of the website), usability and 
interactivity (referring to functionality of the website) and online trust (psychological 
factor). This study applied a quantitative cross-sectional approach to investigate the 
perception of online shoppers on website quality in accordance to the five factors, and 
subsequently examine their respective impact on customer satisfaction. This study 
considered a total of 385 samples from 11 districts in Kuala Lumpur. A closed-ended 
questionnaire is created using Google Form platform for data collection and the samples 
are collected utilizing non-probability quota sampling technique. From the findings, it is 
revealed that online shoppers in Kuala Lumpur, Malaysia are expressing a positive 
perception towards the five website quality factors and online satisfaction.  It is also 
revealed that each website quality factor is significantly correlated with customer 
satisfaction. In this aspect, online trust factor demonstrated the strongest while aesthetics 
factor showed the weakest correlation with customer satisfaction. More importantly, 
when all the five quality factors are applied as a group, online trust factor is found to be 
the strongest predictor while usability is the weakest predictor of customer satisfaction.  
The findings presented in this study can provide an evaluation of the extent to which the 
content, functional and psychological factors of the website are meeting the online 
consumers’ demand. The knowledge obtained is helpful to online vendors in 
understanding their current position against competitors, identify their weaknesses and 
subsequently address the key factors affecting consumer’s purchasing behaviour that can 
potentially help them to retain existing customers and attract new online shoppers.  
 














Pertumbuhan pesat internet di seluruh dunia telah membuka pasaran baru dengan 
mencipta revolusi proses membeli dan menjual barangan. Ekoran daripada itu, membeli 
atau pembelian atas talian telah dibangunkan demi memudahkan proses membeli-belah.  
Namun, untuk mengekalkan perniagaan atas talian, organisasi perniagaan telah 
menghadapi pelbagai cabaran baru dalam memenuhi permintaan pelanggan mereka yang 
semakin mengharapkan perkhidmatan yang berkualiti tinggi, lebih menjimat masa, lebih 
selamat dan lebih memudahkan. Hasil tinjauan kajian sebelumnya, kualiti laman 
sesawang telah diiktiraf sebagai petunjuk yang penting terhadap kepuasan pelanggan. 
Kajian ini mengambil kira lima faktor kualiti laman sesawang, iaitu estetika dan bauran 
pemasaran (merujuk kepada kandungan laman sesawang), kebolehgunaan dan 
interaktiviti (merujuk kepada fungsi laman sesawang) dan kepercayaan atas talian 
(faktor psikologi). Kajian ini menggunakan pendekatan keratan rentas kuantitatif untuk 
menyiasat persepsi pembeli atas talian berkenaan dengan kualiti laman sesawang 
mengikut lima faktor, dan seterusnya meneliti impak terhadap kepuasan pelanggan. 
Kajian ini mengambil kira jumlah keseluruhan sampel sebanyak 385 sampel dari 11 
daerah di Kuala Lumpur. Soal selidik tertutup dibuat dengan menggunakan platform 
Google Form untuk pengumpulan data dan sampel dikumpulkan menggunakan teknik 
persampelan kuota bukan kebarangkalian. Dari penemuan ini, adalah didapati bahawa 
pembeli atas talian di Kuala Lumpur, Malaysia mempunyai persepsi positif terhadap 
lima faktor kualiti laman sesawang tersebut dan kepuasan atas talian. Ia juga 
mendedahkan bahawa setiap faktor kualiti laman sesawang sangat berhubung kait 
dengan kepuasan pelanggan. Dalam aspek ini, faktor kepercayaan atas talian 
menunjukkan perhubungan yang paling ketara manakala faktor estetika menunjukkan 
perhubungan yang paling lemah dengan kepuasan pelanggan. Yang lebih penting, 
apabila kesemua lima factor kualiti tersebut diterapkan sebagai satu kumpulan, adalah 
didapati bahawa factor kepercayaan atas talian merupakan peramal kepuasan pelanggan 
yang paling ketara manakala faktor kebolehgunaan merupakan peramal kepuasan 
pelanggan yang paling lemah. Penemuan yang dibentangkan dalam kajian ini dapat 
memberi suatu penilaian sejauh mana faktor kandungan, fungsi dan psikologi laman 
sesawang ini boleh memenuhi permintaan pengguna atas talian. Pengetahuan yang 
diperolehi dapat membantu pembekal atas talian untuk memahami kedudukan mereka 
sekarang berbanding dengan pesaing, mengenal pasti kelemahan mereka dan seterusnya 
menangani faktor utama yang mempengaruhi tingkah laku pengguna yang berpotensi 
membantu mereka dalam mengekalkan pelanggan sedia ada serta menarik lebih banyak 
pembeli atas talian yang baru. 
 
Kata kunci: kepuasan pelanggan, pembelian atas talian, tanggapan kualiti laman 
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1.0 Background of the Study 
In the present world, it is undeniable that the advancement of technology has improved 
our living standard. Concurrently, utilization of internet has extensively grown around 
the world. Based on the Internet World Stats, a statistical report in year 2018 reports that 
the internet users are the highest in Asia as compared to the other regions. In specific, 
the region of Asia is the major contributor of internet users in the world which covers up 
to 49 %, and followed by second highest Europe region which contributes only 16.8 % 
of internet users. In addition, Malaysia is among the top Asian internet countries, where 
it is ranked at the 11
th
 position with a total number of 25 million of internet users. 
Undoubtedly, the usage of internet is increasing in a fast rate (Internet World Stats, 
2018). 
 
Fortunately, the increased internet utilization around the world has opened new 
marketplace and revolutionized the process of buying and selling goods. As a result, 
online purchasing or shopping is developed for better shopping convenience. Online 
purchasing has created new opportunity for both consumers and business organizations 
where it has changed consumers buying behaviour and the business world in a more 
convenient and systematic manner. 
 
Generally, online purchasing is a kind of electronic commerce (E-commerce), in which 
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Appendix A:  
Sample Questionnaire 
 
THE IMPACT OF PERCEIVED WEBSITE QUALITY ON CUSTOMER 
SATISFACTION IN KUALA LUMPUR, MALAYSIA 
 
Dear Respondents, 
I would like to seek for your kind support and participation in a research study entitled 
“The Impact of Perceived Website Quality on Customer Satisfaction towards Online 
Purchasing in Kuala Lumpur, Malaysia”. This study is conducted as part of the 
fulfillment for the degree of Master of Science (Management) from Universiti Utara 
Malaysia (UUM). 
The purpose of this study is to learn about the factors that determine Website Quality 
and how these factors influences consumer satisfaction. This questionnaire will take 
approximately 10 minutes of your time to complete. There is no right or wrong answers 
to the questions provided. Please respond to the questions according to your genuine 
opinions and experiences. 
Your participation in this research study is completely voluntary and there will not be 
any negative consequences if you decide not to participate. Please be informed that all 
the information provided in this questionnaire will strictly be treated as confidential and 





Thank you in advance for your time and effort in completing this survey. Your kind 
participation in this study is greatly appreciated and will definitely make this research 




Tiong Li Li (823175) 
Master of Science (Management) 
Postgraduate Student, 
School of Business Management, 
Universiti Utara Malaysia (UUM), 




I hereby confirm that I have met the requirement of living location (Kuala Lumpur, 
Malaysia) and am capable of acting on behalf of myself as follow: 
1. I understand the nature and scope of the study being undertaken. 
2. I understand that my participation in this study is completely voluntary. 
3. I am free to decline to participate, and may choose to withdraw from the study at 
any point during the activity, without giving any reasons. 
4. I understand that any information I provide will be kept confidential, and used 
only for the purposes of completing this study. 
5. All my questions relating to this study and my participation have been answered 
to my satisfaction. 
 
By clicking the checkbox, I confirm that I have read and fully understand all the 
terms and conditions of my participation in the study, and voluntarily agree to 




Have you purchased online before? 
 YES  
 NO (Skip to Question 49) 
 
Section 1: Demographic Information 







 20 years old and below  31 – 40 years old 
 21 – 30 years old  40 years old and above 
 
3. Ethnicity 
 Malay  Indian 
 Chinese  Others 
 
4. Living District in Kuala Lumpur 
 Bukit Bintang  Segambut 
 Titiwangsa  Lembah Pantai 
 Setiawangsa  Seputeh 
 Wangsa Maju  Bandar Tun Razak 
 Batu  Cheras 
 Kepong   
 
5. Marital Status 
 Single 
 Married 




6. Education Level 
 High School or lower  Master Degree 
 Diploma / Certificate / Equivalent  Doctorate / PhD 
 Bachelor Degree   
 





8. Monthly Income Range 
 RM3,000 and below  RM5,001 – RM6,000 
 RM3,001 – RM4,000  RM6,001 and above 
 RM4,001 – RM5,000   
 
Section 2: General Online Purchase Experience 
In this section, you will be asked about your web experience on online purchasing 
platform. Please CHOOSE the most suitable answer. 
 
9. How do you first know about online purchasing? Check all that apply. 
 Online advertisement  Newspaper 
 Offline advertisement  Television 
 Family / Friends  Social Media 
 
10. How much time would you willing to spend on online purchasing platform daily? 
 < 1 hour  3 – 4 hours 
 1 – 2 hours  Above 4 hours 
 2 – 3 hours   
 
11. How long have you been purchasing online? 
 < 1 year  3 – 4 years 
 1 – 2 years  Above 4 years 




12. When was the last time you purchased online? 
 0 – 3 months  1 – 2 years 
 3 – 6 months  Above 2 years 
 6 – 12 months   
 
13. How often do you shop online? 
 Daily  Quarterly 
 Weekly  Semi-annually 
 Monthly  Annually 
 
14. Why do you prefer to purchase online instead of shopping in-store?  
Check all that apply. 
 
 Convenient online platform  Time saving 
 Buy things without people knowing  Lower Price 
 No crowds / Avoid Queue  Information availability 
 Excellent service quality  Best Offers / Discount 
 
15. Which of the following is your preferred online purchasing platform? 
Check all that apply. 
 
 Lazada  Amazon 
 Shopee  Ebay 
 Alibaba  Zalora 
 11street (PrestoMall)  Others 
 
16. What products do you normally purchase online?  
Check all that apply. 
 
 Fashion apparels  Books and stationery 
 Hardware tools and materials  Household appliances 
 Electronics products / Gadgets  Beauty products 







17. What are the modes of payment you preferred for online purchasing?  
Check all that apply. 
 
 Cash on delivery 
 Online bank transfer 
 Debit Card / Credit Card 
 E-wallet 
 
18. Please indicate any problems that you have encountered during your previous 
online purchase experience. Check all that apply. 
 
 Website functionality issues  High delivery charge 
 Receive wrong product  Delay in Delivery 
 Receive damaged product  Poor tracking systems 
 Product did not arrive at all  Colour variation 
 Poor quality  Quantity difference 
 
Section 3: Website Aesthetic Experience 
In this section, you will be asked about your online purchase experience with special 
focus on website aesthetic values. On the scale of 1 to 5, please indicate the extent to 
which your online experience fulfills the following statements. 
 
1 2 3 4 5 
Strongly 
Disagree 
Disagree Neutral Agree Strongly Agree 
 
19 The website displays visually pleasing design. 1 2 3 4 5 
20 The website design is innovative and creative. 1 2 3 4 5 
21 The display pages within the website are easy to 
read. 
1 2 3 4 5 
22 The graphics and pictures of the website capture my 
attention. 
1 2 3 4 5 
23 The website provides a good online store 
atmosphere. 
1 2 3 4 5 
 
Section 4: Website Marketing Mix Experience 
In this section, you will be asked about your online purchase experience with special 
focus on website marketing mix. On the scale of 1 to 5, please indicate the extent to 
which your online experience fulfills the following statements. 
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1 2 3 4 5 
Strongly 
Disagree 
Disagree Neutral Agree Strongly Agree 
 
24 The website provides accurate and updated 
information.  
1 2 3 4 5 
25 The information on the website is relevant to user. 1 2 3 4 5 
26 The price displayed is appropriate, clear and 
accurate. 
1 2 3 4 5 
27 Special offer / discount / promotion highlights can 
easily be noticed. 
1 2 3 4 5 
28 The product features are presented appropriately, 
and it fulfills user’s need.  
1 2 3 4 5 
 
Section 5: Website Usability Experience 
In this section, you will be asked about your online purchase experience with special 
focus on website usability. On the scale of 1 to 5, please indicate the extent to which 
your online experience fulfills the following statements. 
 
1 2 3 4 5 
Strongly 
Disagree 
Disagree Neutral Agree Strongly Agree 
 
29 A first-time buyer can make a purchase from the 
website without much help. 
1 2 3 4 5 
30 The website can be browsed smoothly and at high 
speed. 
1 2 3 4 5 
31 Navigation on the website is consistent and available 
on every page. 
1 2 3 4 5 
32 Relevant information can be found easily with 
minimum clicks. 
1 2 3 4 5 
33 It is quick and easy to complete a transaction at the 
website. 
1 2 3 4 5 
 
Section 6: Website Interactivity Experience 
In this section, you will be asked about your online purchase experience with special 
focus on website interactivity. On the scale of 1 to 5, please indicate the extent to which 




1 2 3 4 5 
Strongly 
Disagree 
Disagree Neutral Agree Strongly Agree 
 
34 This website has a search tool that enables user to 
locate products. 
1 2 3 4 5 
35 The website provides variety of choices for 
purchasing decisions. 
1 2 3 4 5 
36 The website provides quick feedback to user about 
the products and services. 
1 2 3 4 5 
37 It is easy to interact with the website to obtain 
information tailored to user’s needs. 
1 2 3 4 5 
38 The website has interactive features, which help 
users to accomplish their task. 
1 2 3 4 5 
 
Section 7: Online Trust Experience 
In this section, you will be asked about your online purchase experience with special 
focus on online trust. On the scale of 1 to 5, please indicate the extent to which your 
online experience fulfills the following statements. 
 
1 2 3 4 5 
Strongly 
Disagree 
Disagree Neutral Agree Strongly Agree 
 
39 The website has adequate security features. 1 2 3 4 5 
40 Customer privacy is protected at the website. 1 2 3 4 5 
41 Making transactions on the website is safe and 
secure. 
1 2 3 4 5 
42 The “Frequently asked questions” on the website 
addressed most of user’s online shopping questions. 
1 2 3 4 5 
43 Warranties / guarantees / return policies are clearly 
provided. 
1 2 3 4 5 
 
Section 8: Level of Satisfaction 
In this section, you will be asked about your overall satisfaction towards online 







1 2 3 4 5 
Strongly 
Disagree 
Disagree Neutral Agree Strongly Agree 
 
44 As an overall, I am happy with my most recent 
decision to use online purchasing website for 
collecting information and order placement. 
1 2 3 4 5 
45 As an overall, I am happy with my most recent 
decision to use online purchasing website for 
collecting information and order placement. 
1 2 3 4 5 
46 As an overall, I feel comfortable using online 
purchasing website. 
1 2 3 4 5 
47 As an overall, I am satisfied with the overall quality 
of online purchasing website. 
1 2 3 4 5 
48 As an overall, I am satisfied with my online 
purchase experience. 
1 2 3 4 5 
 
Online Purchase Concerns 
49. Why are you not purchasing online? 
Check all that apply. 
 
 It is expensive to buy online. 
 I am not aware of online purchasing website. 
 No purchase guarantees. 
 Poor website design. 
 The process of online shopping is too complex. 
 I cannot find what I look for. 
 Poor delivery services. 
 Poor quality products. 
 
I feel insecure paying for something but need to wait days or weeks to get 
the product. 
 Fears of fraud and not confident with the security of online transaction. 
 I do not like to give out personal information. 







Appendix B:  
Reliability Statistic for Pilot Study 
 
Aesthetic Marketing Mix 














Items N of Items 
.737 .750 5 .734 .736 5 
 
Usability Interactivity 














Items N of Items 
.767 .767 5 .837 .847 5 
 
Online Trust Customer Satisfaction 














Items N of Items 
.717 .714 5 .875 .872 5 
 
Based on the reliability statistics presented, it is clear that the value of Cronbach's Alpha 
obtained for all the variables are greater than the minimum reliability requirement 
(Cronbach's Alpha > 0.7).  Hence, it can be concluded that the instrument applied for 




Appendix C:  
Summary of the Respondents in Pilot Study and Actual Study 
a) Pilot Study 
Kuala Lumpur District 
Number of questionnaires 
Collected 
Applied in this 
study 





b) Actual Study 
Kuala Lumpur District 
Number of questionnaires 
Collected 
Analyzed in this study 
With Experience Without Experience 
Bukit Bintang 43 35 N/A 
Titiwangsa 36 35 N/A 
Setiawangsa 37 35 N/A 
Wangsa Maju 45 35 N/A 
Batu 39 35 N/A 
Kepong 38 35 N/A 
Segambut 40 35 N/A 
Lembah Pantai 38 35 N/A 
Seputeh 35 35 N/A 
Bandar Tun Razak 37 35 N/A 
Cheras 55 35 N/A 
N/A 37 N/A 37 





Appendix D:  
Extent of Customer Satisfaction According to Each Living District 
 















































































Usability Interactivity Trust Satisfaction 
Aesthetics 











Sig. (2-tailed)  .000 .000 .000 .000 .000 














Sig. (2-tailed) .000 - .000 .000 .000 .000 













Sig. (2-tailed) .000 .000 - .000 .000 .000 













Sig. (2-tailed) .000 .000 .000 - .000 .000 













Sig. (2-tailed) .000 .000 .000 .000 - .000 













Sig. (2-tailed) .000 .000 .000 .000 .000 - 
N 385 385 385 385 385 385 
**. Correlation is significant at the 0.01 level (2-tailed). 
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Appendix F:  
Typical Reasons Given by Respondents for Not Purchasing Online 
 
Element Frequency (N) Percentage (%) 
It is expensive to buy online. 3 8.1 
I am not aware of online purchasing website. 6 16.2 
No purchase guarantee 9 24.3 
Poor website design. 0 0 
The process of online shopping is too complex. 4 10.8 
I cannot find what I look for. 1 2.7 
Poor delivery services. 2 5.4 
Poor quality products. 2 5.4 
I feel insecure paying for something but need to 
wait days or weeks to get the product. 
14 37.8 
Fears of fraud and not confident with the 
security of online transaction. 
18 48.6 
I do not like to give out personal information. 7 18.9 
I cannot be sure that the website I am dealing 
with is a real store. 
8 21.6 
It is expensive to buy online. 3 8.1 
I am not aware of online purchasing website. 6 16.2 
 
This descriptive analysis is performed by using the 37 samples collected for those 
respondents without online purchasing experience. It is revealed that “fears of fraud and 
not confident with the security of online transaction” and “I feel insecure paying for 
something but need to wait days or weeks to get the product”, are the two main reasons 
that prevent them from purchase online, where a high percentage score of 48.6% and 
37.8% are recorded, respectively. These are the main concerns of the respondents for not 
purchasing online. On the other hand, the lowest percentage of 2.7% is recorded for the 
reason “I cannot find what I look for”. Nevertheless, none of the respondents select the 




Appendix G:  
Regression Analysis Considering Individual Predictor 
a) Aesthetics 
Model Summary 
Model R R Square Adjusted R 
Square 




 .373 .371 .51653 






Model Sum of 
Squares 
df Mean Square F Sig. 
1 Regression 60.798 1 60.798 227.873 .000
b
 
Residual 102.188 383 .267   
Total 162.986 384    
a. Dependent Variable: Satisfaction 











t Sig. B Std. Error Beta 
1 (Constant) 1.292 .179  7.209 .000 
Aesthetics .654 .043 .611 15.095 .000 











b) Marketing Mix 
Model Summary 
Model R R Square Adjusted R 
Square 




 .404 .403 .50353 






Model Sum of 
Squares 
df Mean Square F Sig. 
1 Regression 65.878 1 65.878 259.830 .000
b
 
Residual 97.108 383 .254   
Total 162.986 384    
a. Dependent Variable: Satisfaction 











t Sig. B Std. Error Beta 
1 (Constant) 1.238 .171  7.224 .000 
Marketing 
Mix 
.683 .042 .636 16.119 .000 













Model R R Square Adjusted R 
Square 




 .403 .402 .50399 






Model Sum of 
Squares 
df Mean Square F Sig. 
1 Regression 65.703 1 65.703 258.674 .000
b
 
Residual 97.282 383 .254   
Total 162.986 384    
a. Dependent Variable: Satisfaction 











t Sig. B Std. Error Beta 
1 (Constant) 1.539 .153  10.047 .000 
Usability .616 .038 .635 16.083 .000 













Model R R Square Adjusted R 
Square 




 .526 .524 .44934 






Model Sum of 
Squares 
df Mean Square F Sig. 
1 Regression 85.657 1 85.657 424.253 .000
b
 
Residual 77.328 383 .202   
Total 162.986 384    
a. Dependent Variable: Satisfaction 











t Sig. B Std. Error Beta 
1 (Constant) 1.110 .141  7.894 .000 
Interactivity .718 .035 .725 20.597 .000 











e) Online Trust 
Model Summary 
Model R R Square Adjusted R 
Square 




 .546 .545 .43960 






Model Sum of 
Squares 
df Mean Square F Sig. 
1 Regression 88.971 1 88.971 460.387 .000
b
 
Residual 74.015 383 .193   
Total 162.986 384    
a. Dependent Variable: Satisfaction 











t Sig. B Std. Error Beta 
1 (Constant) 1.497 .117  12.756 .000 
Online Trust .653 .030 .739 21.457 .000 











Appendix H:  
Multiple Regression Analysis Considering All Predictors 
 
Model Summary 
Model R R Square Adjusted R 
Square 




 .662 .657 .38133 







Model Sum of 
Squares 
df Mean Square F Sig. 
1 Regression 107.874 5 21.575 148.368 .000
b
 
Residual 55.112 379 .145   
Total 162.986 384    
a. Dependent Variable: Satisfaction 












t Sig. B Std. Error Beta 
1 (Constant) .453 .146  3.112 .002 
Aesthetics .169 .046 .158 3.697 .000 
Marketing 
Mix 
.035 .053 .033 .672 .502 
Usability .002 .049 .002 .047 .962 
Interactivity .322 .052 .325 6.245 .000 
Online Trust .367 .039 .416 9.469 .000 
a. Dependent Variable: Satisfaction 
 
